Jiaju Tibetan Village, located in Danba country, Sichuan province, is a newly developed ethic tourism destination. Based on the case study of house renovation and reconstruction, this paper studies the processes of local community participating in tourism development, and analyzes the impacts of local community's participation on forming destination image as well as destination brand. The study methods applied in this paper are building measurement, questionnaire survey and interview with villagers. The results show that villagers have focused on selecting the icons of Gyarong Tibetan culture during the process of house re-construction and presented these icons to the tourists. It is found out that local community has contributed to Jiaju village by selecting a plain destination image and building a higher quality brand. Also, villagers have improved their living environment through the house reconstruction.
At the same time, the amount of tourists increased from less than 100 people per year in 1999 to more than 100 thousands in 2012.
As a newly developed ethnic tourism destination, Jiaju become a hotspot of scholars to study. Yun Liu (2007) argues that tourism has a positive effect on the community, but causes community disorganization problems at the same time [1] . Wang Liu uses the model of "Tragedy of the commons", "prisoners' dilemma" and "collective action logic" to explain the causes and problems of community participation in tourism (Wang, 2010) [2] . Ying and Zheng Long (2012) proposed some measures to further improve the level of Jiaju Tibetan Village community participation, such as strengthening the legislation, the ability of community residents to participate in community affairs, and cultivating the importance of civil community organizations, etc. [3] . Jie, Rujia and Yong (2013) analyzed the phenomenon of Jiaju Tibetan Village tourism and social conflict [4] . Yun (2014) put forward that we should stand in the whole group of village of residence and resident villages in the view of production and living for the overall protection. Scholars have paid attention to the impacts of the tourism development of community, and several scholars have studied the promoting effects of community participation in tourism development [5] .
Based on analysis of the perception and attitudes to tourism development of local residents, this paper discusses the role of community participation in ethnic tourism destination brand building. The Gyarong Tibetan houses have distinctive shape and bright color, in harmony with the natural environment, which are the important tourist attractions. Through the long term natural and cultural selection, Jiaju has developed a kind of unique architectural form to adapt to the local natural environment (Ji, 2005) [6] . When the home inns were promoted by the local government, it is regulated for fire safety control, tableware hygiene, service fees and other standards, but it is not specified for the way of house extension, structure, decoration and settings, etc. Therefore, the way how local residents built and decorated their houses, can show the process and contents [7] . Among them, the indigenous cultural tourism includes ethnic tourism, tribal tourism, native tourism and aboriginal tourism.
According to the type of tourist attractions, the cultural tourism also can be sub-divided into seven types: hill tribes hiking, wildlife and national parks, tropical rain forests and forest ecological tourism, desert hiking, arctic and arctic tourism, cultural heritage tourism, rural tourism.
In China, ethnic village tourism is also considered as a kind of cultural tourism. Its main type is rural tourism, also known as the "ethnic village tourism".
The "Ethnic Villages Tourism" is a kind of tourism activity which takes the rural ethnic minority community as a tourist destination, takes the humanities and the natural scenery as a tourist attraction, experiences the heterogeneous culture, pursuits the simple life, and meets motivation of "novelty, difference, pleasure and knowledge". Therefore, ethnic minority regions mostly rely on the natural landscape, building, ethnic culture to develop tourism products. The local tourism products are mainly the deduction or experience of humanities landscape or ethnic customs, and the tourism brand construction is usually rather weak. In the tourism developing Area as Jiaju Tibetan village, tourism resources can be divided into two types: the tangible assets (such as natural landscape, farmland, traditional architecture) and the intangible assets (such as history, culture and legend anecdotes etc.) (Yun, 2014) [5] . As a carrier of the inheritance of ethnic 
Destination Branding
Tourism brand is the key competitive factor of tourism destination (Ritchie and Grouch, 2000) [10] . Tourism destination branding is a process that an area forms a unique identity and individuality (Morrison and Anderson, 2002) [11] .
Its main content is to build a positive destination image to distinguish and highlight somewhere (La, 2002) [12] . The personality brand, the flagship construction and the festival brand are the most important regional brand marketing techniques (Kawaratzis and Ashworth, 2005) [13] . Hankinson points out that the destination branding is also a continuous process from the perspective of planning (Hankinson, 2007) [14] . General marketing always starts from a new product, but the tourism destination marketing always starts from an old product. The tourist activities mostly depend on the local and original customs, geographical environment, etc. The production is almost not influenced by the market, and is usually carried on disorderly. Destination needs to be continuously planned and developed, in order to satisfy the interests of a large number of stakeholders and autonomous organization.
Community Participation in the Destination Branding Process
Destination branding process involves many stakeholders, such as local residents, investors, employees, students, retirees, tourists, media and public opinion leaders, entrepreneurs, services, foreign leaders and export buyers, etc.
(Gilmore, 2002) [15] . Destination branding is usually a top-down process. The core stakeholders in the process of destination branding include local residents (including tourism practitioners and local social members), entrepreneurs and visitors ( Figure 1 ) (García, Gómez and Molina, 2012) [16] . Local residents contribute to the destination branding, for they directly contact with tourists, and help to choose or recommend products to tourists (Freire, 2009) [17] . In one study of the Japanese Hiroshima tourism, Chuntao, Caroline and Yoshitsugu out for the entire village residential groups [5] . However, researchers usually failed to realize that one of the important factors that influence tourist's view is the selection and promotion of traditional culture by local residents. This is also an important factor to form the destination brand.
Study Area and Methodology

Study Area
The study area is Jiaju Tibetan Village, which covers an area of about 5 square 
Questionnaires and Datas
In February 2014, we visited 73 families and completed 41 valid questionnaires.
In the survey, 54% were male, 46% were female. The Age structure of the survey is: 20 years old (37%), 20 -40 years old (35%), 40 -60 years old (15%), and the According to the survey (Table 1) : (A) 73% of the respondents believed that Tibetan Village revamped better than before, 20% of respondents remained neutral, and only 7% held the negative attitude; (B) more than 50% of the respondents were satisfied with the present, less than 10% of respondents opposed.
This shows that house renovation and reconstruction in Jiaju not only promoted economic development, but also brought convenience to residents' daily lives.
Results and Discussion
The Changes of House Locations
Due 
Tourism Development Changed the Spatial Structure of the Village in Two Ways
Firstly, the overall scale of Jiaju Tibetan Village has expanded, and new houses mostly located along the main roads, instead of the kinship-based and worship-based location choice method: 1) According to local tradition, when a new house was going to be built, the residents needed to ask priests mercy first, and the site selection would be based on religious beliefs. But in recent years, along with economic development and the residents' stronger awareness of the commodity 
The Selection and Promotion of Traditional Elements in House Transformation
The government did not introduce a standardized method of retrofitting houses for local residents in Jiaju. Jiaju is a typical Gyarong Tibetan village, and the tra- 
The Introduction of Modern Elements and Techniques in House Transformation
Modern elements and techniques were introduced during the house transforming. Firstly, some residents built new rooms around their old houses, setting up a clean and convenient bathroom. However, the traditional building techniques cannot meet the requirements of the standard room for drainage, so local residents started to use modern building materials such as cement in the standard room.
Secondly, traditional clay floor become soft after the rain, and it's inconvenient for The newly built building is generally for tourist reception. For its construction period is usually very short, it's difficult to use traditional building techniques to build up. And such a "quick buck" type of construction somehow destroyed the local architectural traditions. Newly built concrete building is only to mimic traditional houses by using colors and decorative coatings. Solar water heaters provided by the Government seems out of place in the strong sunlight, affecting the landscape of the village. However, the contribution of these modern elements on
Residents' participation in tourism development cannot be ignored.
The Local Residents' View on House Location Changes and House Transformation
According to the survey and investigation, we selected the top residential color ribbon, Tau windows，white stones placed on the corners, interior painting exterior wall surface pattern as the local characteristics of four residential elements.
Most villagers believe the order of local characteristics elements is: the top ribbon pillbox Whitehead placed top corners, hand-painted interior and exterior walls. By renovation, the houses in Tibetan Village not only meet the needs of tourists, but also improve their standard of living. The villagers want to modernize several parts of existing village. According to the survey, the parts local villagers want to modernize include: public cultural facilities, meeting places, their own homes, the landscape, iconic buildings and so on. These parts are mostly the tourist gathering places.
Based on the above findings, it is found that the village landscape and ethnic customs that residents shows to visitors are not equivalent to their real life, and it related to a certain commercial objective. It also shows that one target of the ethnic tourism development is to lead to the rapid economic development of ethnic areas, and commercialization is a development trend of the destination.
Conclusions
The research shows that tourism development has a profound impact on the Jiaju 
